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Abstract- Tourism and hospitality are important for Thailand's money and jobs. It's 

expected to keep growing until 2035 because more people are visiting from places like 

China, Japan, and India. So, knowing different languages is super important for giving 

good service. This study looks at how language affects tourism in Thailand. It focuses 

on how English and other languages can make tourists happier. By checking out how 

language is used now and how it will be used in the future, the study shows how 

important it is to teach service workers new languages. The results say that if people 

can speak more languages, tourists will be happier, and Thailand will do better in the 

world tourism market. The study gives some ideas on how to fix language problems 

and help the tourism industry grow by 2035. 
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I.  Introduction 
 

Tourism has grown into a huge global industry and a key source of income for many 

countries. Back in 1950, there were only about 25 million international tourist arrivals. 

By 2016, that number had jumped to 1.2 billion. Experts predict this will keep going 

up by an average of 3.1% each year for the next 20 years, hitting 1.8 billion by 2030. 

 

Thailand, a favorite spot in Asia, saw its international tourist arrivals climb from 8.2 

million in 1998 to 32.6 million in 2016. Tourism is now the most important industry in 

Thailand, making up around 9.25% of the country's economy. People come from all 

over the world to see Thailand's unique culture and visit its natural and cultural sites. 

The tourism industry there is mostly based on hospitality, with services like rentals, 

camping, places to stay, food and drinks, recreation, and other related things. Most 

importantly, this industry brings in a lot of money and provides a ton of jobs. 

 

Pattaya is known for its great hotels, restaurants, and endless places to have fun. Its 

nightlife is a big draw for tourists. What makes Pattaya stand out from places like 

Bangkok is its natural beauty and its special way of treating visitors. Over the years, 

Pattaya has changed from a small fishing town into a popular international resort, one 

of the top tourist spots in Asia. Also, the country's location, politics, and economy have 

a big impact on Thailand's tourism industry. Languages, along with things like 

shopping, different kinds of food, shows, and parks, help bring in and please tourists in 

Pattaya. Pattaya, also called Sin City, is a well-known tourist spot in Thailand. It's easy 

to get into the city, which acts as a main gateway to Thailand. Since 2000, fewer visa 

requirements have meant more international visitors and longer stays. 
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Tourism is one of the most exciting and profitable areas around the world. It's seen as 

a fast-growing industry that helps economies get bigger. Worldwide, tourism-related 

spending is worth over $460 billion. Tourism is a major part of the service industry, 

reflecting people’s interest in going to new and different places. Tourism can be defined 

in different ways, depending on whether you're looking at who's visiting or what's being 

offered. Generally, it refers to all the activities and things that go along with this huge 

industry. Hotels, motels, and other places that offer lodging are part of the tourism 

business. Basically, it's about places that provide food, drinks, and a place to stay for a 

price. 

 

In 2018, Thailand's tourism sector attracted over 41 million visitors, bringing in $85 

billion, which is 12% of the country's economy. The industry is expected to keep 

growing, but not as fast as in 2018. They're expecting a 6% rise in arrivals and an 8% 

rise in income, reaching 43 million visitors and $92 billion. Like other countries in 

Southeast Asia, Thailand is benefiting from people having more money to spend, 

cheaper flights, new hotels, and new types of business. Also, new things to see and do 

are having a ripple effect on the economy. The hotel sector has grown along with the 

increase in international arrivals, which hit over 41 million in 2018. Income from 

international visitors, which is a big part of hotel revenue, also reached a record high of 

about $21 billion. Importantly, Thailand is seen as a great place to visit, which has a 

big impact on the Thai economy and other industries, helping with economic growth 

and creating jobs. 

 

Language is a way to communicate and express culture and behavior, which has been 

well studied. It shows how people think, its usefulness in society, how people move 

around in society, and how a country's culture is shown. It helps groups work together 

and move forward in society, and it shows creativity and artistry. English is used a lot 

around the world for science, education, politics, and culture. The world economy has 

become more connected, which has sped up the growth of tourism. This growth is 

thought to affect the use of languages to create awareness and work together across 

borders. Thailand's tourism industry is important to the country's economy, and the way 

people use language there is affected by different things, like people from other 

countries moving to Thailand. With over seven thousand languages around the world, 

some people worry that some languages might disappear as one group of languages 

becomes more popular.  

 

Nowadays, many countries have shared information about their languages, including 

how they're used and any problems, since UNESCO started a program to make sure 

languages are used, respected, and protected. These language reports share information 

about languages and document their diversity and policies. In tourism, studies have 

been published about language policies for tourists or languages used by tourists. For 

instance, Singapore, which is easy to get to by air, has shared its language policies, and 

many tourists understand and speak the languages there. Pattaya, Thailand, has been 

chosen to be studied for its language environment, looking at the different languages 

used in different ways, multilingualism, and descriptions from different countries. This 

analysis tries to figure out the meaning of the languages used in Thai tourism and how 

well tourists from different countries understand them. If staff and guests can't 
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communicate well, it can be frustrating and uncomfortable. Unlike other businesses, 

communication in hospitality needs quick responses and conversations on the spot.  

 

The problem of communication between Thai hotels and international guests has been 

talked about a lot. While the hotel industry in Thailand is excited about the growth of 

the ASEAN Economic Community (AEC), which will create more business, there are 

questions about whether international hotel brands can do well in Thailand. A director 

of a five-star hotel chain said that language barriers are a big problem, making it hard 

to hire workers from neighboring countries as front-desk staff. There have been 

complaints on social media about international guests being upset when checking into 

hotels where no one speaks English. Along with misunderstandings about food 

allergies, language is a main reason why Thai hotels have unhappy customers. So, this 

writing will mostly focus on language, especially English, and issues related to 

checking in at Thai hotels. 

 

When looking at people arriving at Suvarnabhumi Airport, more than 43% spoke 

English, Japanese, French, or Korean. Yet, 63% of hotels don't have any front-line staff 

who speak English. Only 60% of front-line staff can understand the English word 

individual without knowing its meaning, and 50% can't tell the difference between there 

and their no matter how clear it is pronounced. Even though this can cause problems 

with guests, only 20% of hotel staff have experienced communication issues, and only 

2% of guests have complained to management. This might be why hotel management 

doesn't see a need to improve the situation. 

 

II. Predicted Language Trends by 2035 
 

Since Thailand's economy relies more on tourism, both the government and private 

businesses should invest in training people to give better service. If the service is 

improved, there will be a greater need for training, which will result in more official 

jobs with better security and pay than informal jobs. Because English is the main global 

language, most training is done in English. It would be a good idea to create special 

English training schools for other languages, too. New hospitality businesses often 

show up in rural areas and growing towns. This could lead to lower English skills 

because many entry- level workers don't speak the language well. Even so, this situation 

would create more jobs for language teachers, translators, and interpreters (Prasert 

Camp; Jimarkon Zilli, 2019). 

 

To guess how language might change in Thai tourist spots where Mandarin is common, 

there were estimations made that depended on past experiences, rather than specific 

numbers. The service industry will probably get bigger. As the economy gets stronger, 

people will have more money to spend on things like trips to new places. This business 

growth helps a lot of blue-collar workers because they get paid tips. Still, this could 

make things unequal, with richer people wanting better service and most others getting 

paid poorly. 
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III. Important Languages for Tourists 

 
Tourism is important to Thailand's future, adding up to 21% of the country's money and 

19% of its jobs. Thailand is a popular place for tourists worldwide, but we need to talk 

to them better. That is why the tourism plan aims to get 35% more tourists by 2035. 

This paper suggests which languages hospitality workers should know to help global 

tourists better. 

 

Statistics Thailand says that tourist numbers dropped from 2013 to 2019 and then 

dropped even harder in 2020 due to sickness outbreaks but started to get better in 2022. 

A 2019 survey shows potential for growth in Thailand's tourism with tourists from 

many different countries. During the hot summer, Thai tourism mainly saw local trips 

thanks to government plans. Unlike other times of the year, big marketing plans were 

created for nearby Asian countries such as Malaysia, Cambodia, Laos, Myanmar, 

China, and South India, including other trips for work. In addition, non-Asian countries 

like Australia, New Zealand, Russia, Japan, and Europe were also concerned. 

  

This paper is trying to find out which languages are having an impact on Thailand’s 

tourism industry by looking at where tourists come from on a map, and by looking 

ahead to 2035. Recommendations are given by percentage next to each country. 

Countries with similar languages are grouped together based on how much influence 

their language has. Other countries are shown with their country, native language, and 

language groups. The reasons for these choices are laid out thoroughly with tourists 

coming into Thailand, airlines operating there. With the increasing trend of tourists 

from these countries, we recommend immediately paying attention to these tourists’ 

languages, which include telling hospitality workers to prepare as explained in steps 2 

to 5 (Prasert Camp; Jimarkon Zilli, 2019). 

 

IV. Languages of Thailand's Tourism and Hospitality Industry by 

2035 

 
English 

English teachers have a big role in Thailand, which you can see in the popularity of 

English summer camps. These volunteer camps are usually for students between 11 and 

16 years old (Stainton, 2017). The TESOL Association of Thailand (TAT) says that the 

Thai government is always trying to make English better in schools and wants to push 

English in class through both international and Thai schools where English is the main 

teaching language. Because Thailand knows that English is important for its economy, 

it wants to put a foreign English teacher in every school. 

 

Even so, these steps may not be enough to make English better. English teachers can 

be good or bad. The teaching situation in Thailand is important because there are many 

foreign English teachers, but they might not be well-trained, which creates more work 

for Thai teachers. Also, teaching methods that work well in other Western countries 

might not fit well in Thailand. Mostly only Thai teachers speak Thai in English class, 

while foreign English teachers try to use communicative and interactive ways to 

improve the students’ English. The changes that occur can also be interesting; breaking 
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down the traditional style of the classroom but causing actions that are maybe not 

appropriate. 

 

There has never been a bigger need to make the service and professionalism better for 

workers in the tourism industry in Malaysia. The fast-growing tourism industry in 

Malaysia has made it one of the top 20 tourist spots in the world (Selke et al., 2015). 

However, the service that hotel workers give is not as good as what workers in other 

countries give, resulting in guests feeling less satisfied. A research study investigates 

how well hotel workers in Malaysia talk to people. It says that hotel workers are often 

unable to communicate well with tourists who don’t speak Malay, which is creating 

increasing dissatisfaction. 

 

Mandarin 

Even though they start learning English later, Thai high school students, especially 

those who want to take hard tests, are among the best in Asia. Still, they're usually just 

able to speak English well about academic subjects. It's thought that Thai university 

students in the business world might not be able to easily talk about business in English. 

Because of this, business students need and deserve enough English training for their 

job goals from universities, and these universities need to fulfill their guarantees to meet 

what graduates need in the working world (Boonying, 2018). Thai graduates should be 

able to share their ideas publicly through English, which is the main language of the 

world right now. Almost all sudden changes happening in almost every domain of life 

have compelled the world to rethink in mind; modern thinking, modern perceptions, a 

redefinition of the possible and the impossible. 

 

The many different languages in Thailand could help people who speak other languages 

to understand its culture better and get along with people. Mandarin, which is often said 

to be as important as English, was carefully chosen as a first focus because the demand 

for it is growing quickly. The results of this study, along with other research on tourist 

languages, will probably give details for scholars, tourism businesses, caretakers, or 

administrators to expect and analyze the language impact of this new development. 

 

A survey with forms was used before to find out tourism directions. For Mandarin, the 

other big part of the study is designed as a survey with a scale from 1 to 5 to get the 

best understanding of the current situation in Thailand. Pretests were done in a few 

regions in ten major languages plus Mandarin to ensure the best and precise 

understanding. 

 

Japanese 

By 2035, it’s expected that there will be slightly less demand for Thai workers who 

speak Japanese because there’s less demand in manufacturing. Better language skills 

of many workers lead to shorter use of Japanese. In education, demand for Japanese 

language might go up because Japanese mass media is popular in Thailand and more 

people want to learn Japanese as a foreign language, not just for work (Sato, 2019). As 

a result, while Japanese language may shift from the industrial sector towards basic 

education, there could be challenges in both industries and education about how to 

handle this demand carefully. 
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With a world population of 10 million, about 1.396 million Thai tourists could travel 

abroad. The number of Thai tourists in Japan might be 484,000. Tourism is a big 

business making money for countries around the world, including Japan. Japan is seen 

as a country with high tourist demand. Assuming there are no natural disasters or 

political problems, Japanese tourism demand will probably go up to 744 million, and 

there could be more than 20 million foreign tourists in Japan. With such a great chance 

for tourism, Thailand has a good business and academic foundation to compete for 

tourism service as one of the best places in Asia. 

 

Japan may see a lot of growth in tourism, in which Thailand becomes strong. 

Understanding how much demand there is plays a huge role in facing the challenges 

for tourism and hospitality, and preparing the information, systems, and people to 

service tourism needs. When thinking about the history, culture, and society for 

Thailand’s competition in tourism services, this paper gives a plan for management. 

 

Korean 

Even with a certain number of Korean speakers, the Korean language doesn’t have a 

huge impact on Thailand’s tourism industry. South Korea is trying hard to promote its 

hotels, restaurants, and shows to get Thai travelers to come. However, there is not a 

huge demand for Korean-speaking staff, as a host country. Since South Korea is starting 

to get more famous, what can Thai tourism do? Thai travelers have been the most 

frequent travelers to South Korea in ASEAN for a long time (Lee et al., 2011). Many 

Korean hotels, restaurants, and stores are trying to get Thai customers and make a multi- 

cultural place in Thailand. 

 

However, there are only a few Korean-speaking service positions exist in Thailand. 

Foreign travelers will often want service in their own language as their incomes rise. 

To change this number, with Korean businesses coming into Thailand, graduates should 

improve from all level schools in Thailand. Also, the language programs should be 

updated, and the Thai schools that teach Korean should hire more native speakers. Thai 

tourism should take advantage of Korean-style businesses to help prepare tourism staff 

for those new challenges. Korean is among the most spoken language worldwide. New 

speakers all accept it as a language for South Korea. More Thai speakers are getting 

interested. The Korean culture trend can potentially grow the demand for Thai speakers 

of Korean. 

 

French 

French is the main language in France, which was once interacted with Thailand. 

French is used in France, Belgium, Switzerland, Canada, Côte d’Ivoire, and Singapore. 

About 274 million people can speak French. About 77 million are native speakers. 

French comes from Latin that was used by the Gauls, Latin used by Julius Caesar back 

58 BC for around 500 years. After the fall of the Empire about 4 centuries after, French 

started flowing more freely with the population and the diocesan power. French plays 

parts in politics, law, and organization. France has been a part of the UN since August 

1945. French became among the work languages of UN since 1945.  

 

French is among the languages of the UN and gets spoken in assemblies. French is 

among the learned languages in the world, behind English and German. French gets 
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study in international organizations, following English. French gets used on the 

internet. The government issues should show in Thai or other language. The languages 

in Thailand that rankings the highest numbers are Chinese, Malay, Arabic, Tamil, and 

Lao, of those of which Chinese has the greatest number. 

 

German 

Germany has for a long time been among the important markets for Thai tourism. More 

German tourists visited Thailand each year from 2005 to 2010. The fare increases from 

710,000 visitors in 2010 to 860,000 tourists in 2022 along with higher spending. Many 

Germans want to visit Thailand because Thailand is friendly. Thailand has beauty, 

beaches, tourist places, and good value, and a high tourism culture. They often travel 

to Thailand for fun and will stay for approximately two weeks. 

 

Language is critical in the Thai tourist that affects taking tourist from the German 

market. Factors got studied tested analysis with service worth friendly language. The 

ability to speak to German often makes people in Thailand to see Thailand make money. 

They try to make the money of German. Ways with training tourists with guides include 

websites and officers speak to tourists (Piboonrungroj et al., 2023). 

 

V. Emerging Languages in Tourism 

 
Looking at the peak oil economic model, Mandarin Chinese will likely be the most 

helpful foreign language for Thailand's tourism and hospitality business around 2035. 

More Chinese tourists are visiting Thailand, bringing in a lot of money, which means 

more Mandarin speakers are needed in the industry (Prasert Camp; Jimarkon Zilli, 

2019). So, the Ministry of Tourism and Sports and the Tourism Authority are working 

with language schools to train people in foreign languages, mainly Mandarin Chinese, 

for the tourism industry.  

 

According to tourism forecasts (Hassan, 2008), Southeast Asian countries, like 

Thailand, should see a fast-growing tourism industry soon. Because of this, there will 

likely be a need for people who know foreign languages for tourism. These people will 

not just come from language schools but will also be using those languages. The 

industry is growing faster than the training programs, so people with good foreign 

language skills will probably be hard to find. Like in China, Thai will probably be the 

main language, with English as the top choice for a foreign language, and Mandarin 

Chinese slowly becoming more important in Thailand's tourism industry. Here are 

some new ideas based on the Peak Oil theory. 

 

Spanish 

Spanish is getting more important in tourism every day. It has a rich culture and history, 

so there's more to it than just regular tours. With more people coming from Spain and 

Latin America, Spanish could be big in Thailand's tourism world. By 2035, there might 

be 1.5–2 million Spanish-speaking tourists visiting Thailand. Knowing Spanish could 

help people experience the Spanish way of life. It's a nice-sounding language spoken in 

over 21 countries, and many people want to learn it. The reasons behind this are tied to 

the cultural side of Spanish. Also, Thailand is building better relationships with the 
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Spanish-speaking world, bringing more Spanish speakers to Thailand. Because of this, 

tourist spots can offer a lot to the tourism and hospitality business.  

 

Plus, Spanish has a lot of culture built into the language, so learning it can open doors 

to understanding things in new ways. Spanish is related to other languages like French 

and Italian. Spain gained land in different parts of the world, causing the language to 

spread; it is now spoken in many places and used as a main dialect. Its speakers are 

over 580 million, with 470 million speaking it as their first language. These numbers 

grow by about 25 million students each year, making it the fastest-growing language 

from 2021 to 2030 (Prasert Camp; Jimarkon Zilli, 2019). It sounds good and the 

grammar is easy to learn, so people worldwide pick it as a second language. 

 

Hindi 

Hindi is a big language from North India, mostly spoken in India and Fiji. It is also used 

in other communities and places like South Africa, Mauritius, the UAE, Nepal, and 

Suriname. Hindi is the main language in India and Fiji, and the second most spoken in 

Mauritius and South Africa. After Chinese, Hindi is third on the list of the world’s most 

spoken languages, with about 602 million speakers. 

 

India is becoming a big player in the world, and its middle class should grow to 475 

million by 2030. The country has low taxes, so many global brands use their cheap 

labor. India has a rich culture, history, and many tourism spots, drawing investors and 

making it easier to grow businesses. Because of all this, Hindi could become important 

for Thailand's tourism and hospitality industry. To understand Indian food culture, it 

helps to know the language. Looking into the similarities between Hindi and Thai food 

can make Thai restaurants more attractive when in competition with Indian places. 

 

In India, many homemakers make decisions about where to go out to eat, how much to 

spend, and what kind of event they want to have. They care a lot about safety and 

cleanliness. Thai Thekkady, with its large vegetarian menu, vegan choices, and private 

spaces for events, caters to these needs. As a Thai proverb says, Food is the best thing 

ever (Prasert Camp; Jimarkon Zilli, 2019). 

 

Russian 

In 2019, Russian became a language people wanted to learn in tourism and hospitality 

studies. More Thai people are speaking Russian in tourism, hospitality, and business. 

Russian-speaking tourists also spend a lot of money, enjoy life, travel often, and take 

long vacations compared to others. Thai tourists usually visit Russia to learn about the 

culture. They prefer to use travel agencies due to cultural and language differences 

(Viimaranta et al., 2017). Because of this, Russian conversation, like Thai conversation, 

can affect Thailand's tourism and hospitality industry. We should study the impact of 

the Russian language on tourism and hospitality. This study could improve what we 

know about tourism and hospitality in Thai schools. 

 

Tourism knowledge is usually kept within countries that share the same language. 

Every country teaches things differently, and tourism knowledge affects each country's 

economy, so it is hard to share this knowledge. Learning about the similarities in 

conversations between Thailand and Russia can be limited. This limitation could stop 
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experts from studying tourism and hospitality in either country. It is thought that tourists 

from English-speaking countries may drop by 7%. Tourists from European countries 

may drop by 38%. However, there may be a 14% increase from Russian-speaking 

tourists, who spend a lot, enjoy life, travel often, and take long vacations. Thai tourists 

prefer to use travel agencies due to cultural differences for inbound tourism to Russia. 

 

Arabic 

Arabic is starting to appear as a language for Thailand's tourism industry. Countries in 

the Gulf Cooperation Council are now important markets for Thailand's tourist spots, 

entertainment, restaurants, and hotels, mostly in Pattaya City, and could bring in a lot 

of money. Places like Pattaya City attract Arabic speakers. So, Pattaya City's tourism 

and hospitality business could be a nice travel spot for visitors to reside in. Also, tourists 

interested in Thailand and Pattaya City, along with the number of hotels and restaurants 

there, may show how much Arabic is needed in Pattaya City’s tourism. 

 

The information about Arabic comes from interviews. The interviewers did not 

encounter anyone who has experience in meeting, working, study or speaking with 

Arabic speakers when seeking employment for Pattaya City businesses within the 

tourism and hospitality sectors. This suggests that more Arabic speakers are visiting, 

so there is a need for Arabic translators for the tourism industry. People are worried 

about learning Arabic because they think it is difficult and takes a lot of time for Thai 

people. 

 

Unlike how tourism usually works, Arabic may affect tourism and hospitality more, 

with direct flights and a need for local businesses to learn the language. Steps should 

be in place to meet these expectations, including other foreign languages. We need to 

keep the Thai language learning, to respect the Islamic dietary requirements, and come 

up with ways to reduce discrimination in bargaining. 

 

VI. Technology and Language Learning 
Technology has massively impacted on how we connect and meet our basic needs. With 

phones, computers, and other devices making internet access easier for everyone, 

language learning has really taken off. It's easier to connect with people around the 

world, which is a big motivator. There are lots of ways to learn a new language, and 

tech is a useful tool. 

 

Research shows three major ways tech is used for language learning: 

 Learning by Phone: Phone tools help students practice speaking, which is great 

for listening and pronunciation. Plus, pretty much everyone has a phone, so it's 

accessible. You do need to be patient and practice, though. 

 Learning by Video: Like phones, this uses video lessons on TV, covering 

grammar and exercises. It can be news programs or language shows. You need to 

be able to study on your own. 

 Online Learning: With computers everywhere, online learning has exploded. You 

can learn and chat with others at the same time on forums and chat rooms. But you 

need consistent internet access. 
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Language is key for tourism, but Thai is hard for many tourists to learn. So, they use 

their own languages. Thailand relies on tourism, so Thai people use English. But they 

struggle to communicate with tourists who don't speak English. Using a variety of 

languages helps tourism. Current research explores this by looking at: 

 How language is used and who's involved. 

 How well customers understand service and communication barriers. 

 The impact of other languages on Thai tourism. 

 

The research focuses on Bangkok and Chonburi, talking to tourists who don't speak 

Thai, English, Chinese, Korean, Russian, Japanese, or Indian. The study involves 

interviews and surveys to see how people communicate and the results of using 

different languages in the tourism business. English is a common language, but in some 

places, signs are only in English, which can be confusing for Thai people. Using many 

languages is a good idea, but it can make things hard in places where they need to 

communicate with tourists in their languages. 

 

Training staff is a must, from hiring to promotion. Give employees extra training on 

systems. Hotels can train people themselves to fix employee shortages. Many workers 

don't get much training and perform badly on the job. That can be changed by giving 

them more knowledge. Hotels should see IT as important to the hotel business, and plan 

training to help staff learn. Schools need to focus more on tech and IT in their 

curriculums. Schools and hotels should work together so students can learn about tech 

in real hotels. Future studies can find training programs to help workers fill a gap. 

ASEAN is investing in training for tourism staff after the pandemic so people can 

develop skills needed to keep up. The tourism industry will encourage people to 

develop IT skills. Indonesia is hosting a work force hackathon in 2023. Thailand has 

local dialects and a mix of languages, making each area unique due to its location, 

weather, and environment. 

 

Language accessibility is crucial for tourism. Thailand is a popular destination. In 2020, 

COVID-19 dropped visitors below 40 million. Chiang Mai is a Friendly City where 

tourists can enjoy activities. 

  

The city did Chiang Mai Charm with Lovely Language in 2019, with volunteers 

speaking languages like Chinese, Japanese, Korean, Arabic, and Vietnamese. They 

greeted tourists using conversation cards. Chiang Mai is a place welcoming cultural 

diversity. 

 

Besides having signs in multiple languages at airports and other locations, it's important 

for cities to provide more language access. The hospitality industry should give 

language material for non-native speakers. Bangkok should find resources for helpers 

who don't speak Thai and guides who know other languages. They can advise 

businesses to help tourists avoid bad experiences. 

 

Social media affects social interaction in tourism. Customer reviews cause excitement, 

joy, anger, and frustration. Service providers are concerned about fake reviews. Online 

reviews aren't just in one language anymore. There are some questions, such as native 
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language or foreign language more effective. A lot of studies looking for customer 

comments. More research is needed to find out how the impact of languages on people. 

Studies on language and customer ratings use Bourdieu’s theory. Bourdieu says that 

social networks depend on money, education, knowledge, and language skills. Similar 

languages can bring people together. 

 

Thai Visitors Mastering English: English as a global language is becoming common. 

Thailand's exposure of more English. Thai languages are strict. Thai language 

encourages domestication of English through academy. 

 

Thailand is a Non-English-Speaking Country: Campaigns say Thailand as a non-

English speaking country. The public is told about Bangkok as English speaking. 

People Believe Thais Want to Learn English: The government assigns resources native 

teachers and instructional materials. Plus, Thais believe in the education of English. 

 

VII. Language and Customer Experience 
 

A survey by THA showed that hotels in Thailand are looking for employees who know 

multiple languages. Right now, Mandarin, Korean, and Japanese are the most in-

demand, followed by Russian. On average, workers in Thai hotels speak two languages 

besides Thai, and over 25% speak three. When hiring, English and Chinese skills are 

key, but hotels also want staff to get better at speaking Japanese and Korean. The reason 

some languages are seen as more valuable is that they can bring power, money, and 

influence. It's important to look at why countries push to learn certain languages. Good 

communication inside a company is also key.  

 

When employees can easily talk to each other in a common language, it builds trust and 

makes things run smoother, especially in the hospitality business. Local and common 

languages in hotels help build open communication. Thai is super important since it's 

what most employees speak and is the country's official language. Using just Thai can 

stop misunderstandings among workers who don't speak other languages. 

 

VIII. Issues in Language Adaptation 

 
For Thailand to do well in the competitive tourism world, it needs to step up its socio-

cultural and economic game. Besides a strong economy, good infrastructure, and travel 

info, it needs to get how politics, laws, and languages work both for themselves and for 

tourists. Knowing how language works and how to improve language in tourism is 

important for Thailand. Language can give certain people, groups, and places power 

while taking it from others. It lets some create rules that affect everyone's lives. The 

way language is used can change the way people see things. For example, prices and 

rules can make things exclusive, news can make things seem better or worse, and online 

info can change how people see places.  

 

Power affects how people act and can create fear or ambition. In tourism, problems 

with language can be obvious, like bad signs. However, language and power are hard 

to see and need more study. Language and power studies might never end, and those in 
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charge usually don't do them. People have studied language and power in hospitality a 

lot, but not how language changes. People usually pick English or Thai. Services, 

prices, and rules are written in these languages. The way people use language shows 

how they see England and the West when it comes to travel spending and good 

hospitality. Power changes depending on what language is picked. 

 

IX. Government Language Plans 

 
The government thinks it's important for kids to learn foreign languages in school 

through a special plan. But some students don't get as many chances to learn languages, 

and they don't do all as well. Some need helps with basic skills in foreign languages. 

It's important to help everyone get better at languages so they can keep up with the 

world. Also, education needs to quickly change to keep up with what's happening in 

the country and the world, so the country can stay competitive. December 21, 2002, 

was named Language Day by the Prime Minister. He wanted Thailand to use three 

global languages in all areas, besides English and Thai. 

 

 The government is working to help people learn languages by doing things like 

supporting language programs in schools. Thai learners are often seen as not so great 

at learning languages, especially foreign ones. They don't spend enough time studying, 

and they're not always interested. They also don't have enough good teachers or chances 

to experience other cultures. Some students just want to learn Thai. However, some 

schools think English should be the main second language, and they don't focus enough 

on Thai. 

 

X. What's Next for Languages in Thailand 
Language is a main part of what makes humans unique. It's how we talk to each other. 

In Thailand, things used to change slowly, and people stuck to their traditions. 

Languages weren't as important from a local view. But as the world changed, 

communication became quicker. Countries started trading more, tourism grew, and 

people traveled more. This changed how Thais saw foreign languages and helped them 

learn multiple languages. 

 

Thailand is made up of Thai speakers and other groups who speak different languages. 

Languages can open a new world. You need to know about sociolinguistics and 

language policy to really get them. Kids who are exposed to different languages might 

learn them. But they might also get used to new things. Popular languages can make 

older languages fade away. Languages carry culture, so we shouldn't just focus on 

keeping them from disappearing. We need to give kids the skills to communicate easily. 

We should support language movements.  

 

Thai language and other languages spoken in Thailand are key for tourism and cultural 

sharing. They've helped bring the country together. Thai has played a big role in 

keeping things unified. Thai language and other languages have all existed together 

with the influence of language policy. Each language and culture are seen as its own 

identity. We should plan with this in mind. 
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XI. Conclusion 

 
The tourism and hospitality business grows based on stuff like the languages people 

speak, food, how people travel, culture, how businesses are run, government rules, and 

how much money people have. It's important because it creates jobs and income, brings 

in money from other countries, makes transportation better, helps build community 

services, and boosts a country's cultural identity. 

 

This study looks at how languages are expected to change and how that will the tourism 

and hospitality business in Thailand by 2035. To do this, we used a mix of research 

methods. We chose experts from different groups in Thailand's tourism and hospitality 

scene to get their opinions. We had a focus group chat using Chang Sema and looked 

at the content to analyze the data. We also used questionnaires to collect number-based 

data, which we analyzed using structure equation modeling software. 

 

By 2035, about 6380 people are expected to change in Thailand's tourism and 

hospitality sector. We expect to see more tech in tourism marketing and tour 

management, along with simple, all-inclusive tours for international travel. These 

advantages will impact on how languages change. The hospitality business in Thailand 

is expected to focus on customers' mental well-being by 2035. There will be more 

tourists and more money coming in from different avenues, along with more public 

transport use, budget airlines, and shorter travel times (Piboonrungroj et al., 2023). 

 

The shifting competitive edge in tourism and hospitality will change what tourism is 

like, the food and drinks available, and management styles. It will also change how 

many people apply for hospitality jobs, which will affect how well employees can 

communicate in other languages. 
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